One of the many organizations dealing with the phenomenon of globalization is the U.S. Cooperative Extension System (CES). Initiatives are in process to internationalize extension with the goal of helping extension clientele prepare for life and work in an interdependent world. To equip CES communicators in effectively communicate the importance of internationalizing extension to extension personnel, the purpose of this study was to describe the attitudes and perceptions of extension agents with respect to initiatives to internationalize extension. Extension personnel throughout the United States were studied. A random sample was taken and 727 individuals responded for a 52.6% response rate. There were slightly more female respondents than male, with a mean age of 46.2 years. Most of the respondents were county extension agents. The majority of respondents indicate previous travel experience outside the United States. Respondents differed in their appreciation of the importance of internationalizing extension with respect to several factors, including gender, travel experience, and specialization. Based on the results of this study, CES communicators should consider developing targeted messages about internationalizing extension for different areas of extension, based on the needs of their clientele and their existing perceptions about internationalizing extension.
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Theoretical Framework
Organizational communication, as defined by Tompkins (1984) is "the study of sending and receiving messages that create and maintain a system of consciously coordinated activities or forces of two or more persons" (pp. 662-663) . This definition emphasizes organizational communication as interactive and dynamic (Allen et al., 1996) .
Individuals receive new information within the context of their existing cognitive schemas for various concepts (Crockett, 1988) . According to Fiske and Taylor (1991) , "A schema may be defined as a cognitive structure that represents knowledge about a concept or type of stimulus" (p. 98). Schema theory conceptualizes receivers of communication as seeking to arrive at a schema or set of schemas that decode the events or new information presented (Crockett, 1988) . "A single concept or observation could take on quite different meanings if incorporated within different schemas. A schema can be activated by explicit thought about its topic or by an encounter with relevant information," said Smith (1998, p. 403) .
How do communication initiatives operate in organizations when individuals are faced with an issue for which they have well-developed schemas, based on previous experience, interpersonal communication, and/or exposure to mass media messages? According to Kuhn (1979) , an organization can only respond to the parts of its environment of which it is aware. Collecting information from and imparting information to internal audiences are key elements of effective organizational communications (Kreps, 1989; Grunig & Hunt, 1984) . Within such a context, it is useful for CES communicators to be aware of the attitudes and perceptions of extension agents, with respect to potentially controversial issues such as globalization and initiatives to internationalize The CES.
An attitude can be defined as a way of being "set" toward or against certain things (Murphy, Murphy, & Newcomb, 1937, p. 889) . Allport (1954, p. 45 ) defines attitude as "a mental and neural state of readiness, organized through experience, exerting a directive or dynamic influence upon the individual's responses to all objects and situations with which it is related." Attitudes are learned through socialization and are usually enduring influences on cognitions and behaviors (Perloff, 1993) . Eagly and Chaiken (1995) propose that a key consequence of attitude strength is its resistance to change. The difficult process of attempting to change attitudes is persuasion.
Persuasion, defined as "any effort to modify an individual's evaluations of people, objects, or issues by the presentation of a message" (Petty & Cacioppo, 1986, p. 25) , aims to change attitudes. Persuasion research generally operates under the assumption that researchers can better understand and explain the impact that communications have on attitudes if they can understand how people cognitively process messages (Perloff, 2003) .
The CES, as an organization, is comprised of individuals with various backgrounds and experiences with globalization, resulting in different attitudes and perceptions about this issue. Understanding the differences within extension in attitudes and perceptions is useful for organizers engaged in efforts to persuade extension audiences about the importance of internationalizing extension.
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Methods
Extension personnel in the United States were studied. A systematic random sample was taken by entering every seventh name from the 2002-2003 County Agents Directory into a database. From the individuals in this sample, 727 responded for a 52.6% response rate. Data was collected in the form of responses to questions in an eight-page mailed questionnaire. Respondents were asked to indicate their age, gender, what state they work in, their position within extension, their primary specialization within extension, whether they have traveled outside of the U.S. (if so, they were asked to give a description of their international travel experiences), as well the size of their hometown. Other questions measured perceived importance of various activities related to internationalizing extension, agreement with a series of statements about internationalizing extension, and attitudes toward internationalizing extension.
To establish the reliability and validity of the final instrument, a pilot test was conducted in Fall 2003 with a random sample of extension personnel from the state of Pennsylvania. Seventy-eight surveys were mailed out and 26 surveys were returned for a response rate of 33%. Based on item analysis in the pilot, several changes were made to the final instrument, resulting in a final alpha level of α=.90.
Nonresponse error occurs, according to Dillman (2000) , when "a significant number of people in the survey sample do not respond to the questionnaire and have different characteristics from those who do respond, when these characteristics are important to the study" (p. 10). In order to maximize response rate, each instrument was hand-signed by the research. Additionally, two follow-up emails were sent to non-respondents to encourage them to return the instrument or indicate if they needed another copy.
The final response rate for this study was 52.6% of the nationwide sample. As is established practice (Lindner, Murphy, Briers, 2001) in order to account for potential nonresponse error, early subjects were compared to late subjects on the basis of selected demographics and variables of interest, including age range, gender, position within extension, specialization within extension, issue involvement, and need for cognition. Early respondents (n = 514) included those who responded prior to the first follow-up email. Late respondents (n = 213) included those who responded after the first or second follow-up email. The early and late respondents appeared to be similar in regards to age range, gender, position within extension, and specialization within extension.
Findings
The general demographics collected in the survey were age, gender, state, current position within extension, and primary specialization within extension (Table 1) . Descriptive analysis of the demographic data showed that there were 400 female (55.0%) and 319 male (43.9%) respondents. The mean age of the respondents was 46.2 years old, and 39.21% (n = 278) of the respondents were in the 41-50 years old range.
Four hundred and eighty-seven (67.26%) respondents identified their current position within extension as "County Extension Agent or Multi-County Agent." A multi-county agent is an extension agent who serves more than one county. This represents the majority of respondents (n = 724), followed by respondents who identified their position as Multi-County Director, Multi-County Program Leader, County Director, County Coordinator/Leader, or County Program Leader (22.09%, n = 160). The respondents indicating "Other" (7.45%, n = 54) described their position within extension in a variety of
AIAEE 2005
Proceedings of the 21 st Annual Conference San Antonio, TX ways. Twenty-two of these (40.74%, n = 22) described their position as support staff or program assistant for an extension program. Others identified unique positions as directors or specialists within their counties, areas, or regions (14.81%, n = 8) while four (7.40%) of these identified themselves as county extension directors. The majority of respondents identified their primary specialization within extension as Agricultural and Natural Resources (38.61%, n = 278), Family, Youth, and Community Sciences (25.13%, n = 181), or 4-H/Youth Development (20.83%, n= 150). The respondents indicating "Other" (10.69%, n = 77) typically described their primary specialization within extension as either a combination of several of the options given (57.14%, n = 44), nutrition/food safety (20.77%, n = 16), or horticulture (6.49%, n = 5).
Respondents were asked whether they had ever traveled outside of the United States. Five hundred and twenty-six respondents (72.55%) indicated that they had traveled outside of the United States, while one hundred and ninety-nine (27.44%) indicated they had not traveled outside of the United States. A slightly higher proportion of males had traveled outside the U.S. (74.6%, n = 238) than females (71.0%, n = 284).
Respondents were asked to rate their perception of the importance of a series of activities related to internationalizing extension. In response to each activity, respondents were asked to indicate how important the activity is on a 5-point scale, with 1 = Least important and 5 = Most important.
Overall, respondents rated "Working with ethnically diverse clientele" (M = 4.23,SD = .83) and "Learning from other cultures and countries" (M = 4.15, SD = .86) as having the most importance, while "Emphasizing international activities in annual accountability reports" (M = 2.79, SD = 1.11) and "Searching online for information about international issues" (M = 2.95, SD = 1.02) received the lowest importance rating (Table 2) . There was significant variation on the perceived importance of activities with regard to gender. With the exception of "Hosting international visitors" and "Participating in shortterm international experiences," females indicated a significantly higher perceived importance of all of the activities (Table 3) . 
In general, respondents agreed that extension has a role to play in educating clientele about global markets and that extension can learn from the cultures and technologies of other countries (Table 4 ). While respondents, overall, did not agree with the statement that "U.S. Extension's responsibility is only to its own domestic clientele," there was more agreement that "Extension should focus on local problems, issues, and concerns." Respondents indicated their attitudes toward "Internationalizing extension" on a semantic differential scale between positive adjectives (good, favorable, positive, wise, beneficial) and negative adjectives (bad, unfavorable, negative, unwise, harmful) . Respondents indicated somewhat positive attitudes toward internationalizing extension with a mean of 3.78 (1=negative and 5=positive). Female respondents indicated significantly more positive attitudes than did male respondents according to an independent-samples t-test (Table 5 ). Not surprisingly, there was also a significant difference in attitude between respondents who had traveled outside the U.S. (M = 3.84, SD = .85) and those who had not (M = 3.61, SD = .80) according to an independent-samples t-test (t = 3.398, pr = .001). There was no significant difference in attitudes toward internationalizing extension based on position within extension. However, a univariate ANOVA did uncover a significant difference in attitudes toward internationalizing extension based on specialization within extension, F (6, 703) = 3.749, p = .001. A Bonferroni comparison showed this significant difference (p<0.001) was between the attitudes of respondents specializing in agriculture and natural resources (M = 3.62, SD = .91) and respondents specializing in family, youth, and community sciences (M = 3.92, SD = .77).
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Conclusions
This national study illuminates some of the perceptions of extension personnel about internationalizing extension. Overall, respondents recognize that extension has a responsibility to prepare their clientele for participation in global markets. However, individual perceptions are influenced by many factors, including gender, travel experience, and specialization.
There was a significant difference in attitudes toward internationalizing extension based on gender. This may be related to the differences in specialization with extension related to gender. The majority of male respondents (n = 234) indicated their specialization was "Agriculture and Natural Resources." The majority of female respondents indicated their specialization as either "Family, Youth, and Community Sciences" (n = 176) or "4-H/Youth Development" (n = 116). There are several reasons for this difference in perceptions of internationalizing extension. First, individuals specializing in family, youth and community sciences or 4-H/youth development may have more contact with diverse extension clientele than individuals specializing in agriculture and natural resources, making them more aware of the need to understand different cultures. Additionally, individuals in these specializations may not be as resistant to the concept of internationalizing extension, due to the threat of international competition for their clientele. Whatever the cause of this difference, this study demonstrates that these groups have different attitudes and perceptions regarding the issue of internationalizing extension and different communication messages may be more effective in persuading these audiences of the benefits of internationalizing extension.
The key implication for communicators working on the National Initiative to Internationalize Extension is to develop targeted messages about internationalizing extension for different areas of extension, based on the needs of their clientele and their existing perceptions about internationalizing extension. This study provides details to help communicators appreciate individual and group perceptions about internationalizing extension and to apply this information in developing targeted messages for different groups.
